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Abstract: This research is important to do because there is a problem faced by 
entrepreneurs and small industrial businesses in Indonesia until now is access to control of 
small businesses to the market. A market economy has emerged in Indonesia in the last five 
years in tandem with the government's efforts to make policy changes in response to dramatic 
changes. Reducing the role of government in "everything" has become a macro change agenda. 
The government's role in many respects tends to be reinvented towards regulatory and 
supervisory roles. The conditions as above cannot change immediately, but are still marked by 
various "interventions" even though on a small scale, all of which describe a transition period 
towards a "free market". With a combined qualitative and quantitative method (mixed methods) 
Sugiono 2015, the results of this study relate to the perspective of sustainable competitive 
advantage in the Production Unit in Vocational High Schools. the location of the Production 
Unit is very influential on the sustainability of the activities of the Production Unit. The 
Production Unit has sufficient capital by the school and investment partners in carrying out 
operational activities. Students are involved in the operational activities of the production unit 
and its developments. The production unit is well acquainted with the direction of market 
development and the consumers who are the sales targets and who are its competitors. The 
production unit knows very well the advantages possessed by the product of the production 
unit. Raw materials and labor are obtained at a fairly affordable cost and not too difficult. 





This gap in competition arises not only on the background of a lack of control over 
resources (capital, human resources, technology, and so on), but also due to the lack of 
readiness of small businesses to enter the market. These small businesses generally enter 
the market without a sufficient understanding of the position of the products produced and 
the marketing strategies used. On the other hand, government policies in facilitating tend 
to concentrate on skills enrichment (reskilling) and institutional strengthening 
(strengthening) of small businesses. 
The above statement encourages the Indonesian government to seek flexible policies, 
which on the one hand accelerate economic development and on the other hand equalize 
income distribution and narrow the gap between regions and groups. several things can be 
considered in order to get a flexible competition policy. First, the entrance to an industry 
is open, the concentration in the industry will decrease by itself due to the passage of time. 
Second, to avoid the difficulties of uncontrolled portfolio growth urge entrepreneurs to 
concentrate on their core business. Third, set contract rules for international businesses that 
are free from competition such as franchising, licensing, and distribution. 
 
2. Literature Review  
 
Importance of Literature Review in Research 
 
the use of new technologies has increased the expectations of both stakeholders ((Ellerup 
Nielsen & Thomsen, 2018)) as well as managerial complexity across industries worldwide 
((Rey-Martí & Ribeiro-Soriano, 2015)). The role of universities goes far beyond teaching and 
research. In each country, these institutions have important social and economic impacts 
((Schlesinger et al., 2015)), provide knowledge transfer to business and create opportunities 
for entrepreneurship (Cattaneo et al., 2016). New challenges in the business world are related 
to the decline in public funding, increasing national and international competitiveness, 
increasing stakeholder expectations, and increasing demands for transparency and 
accountability (Agrey & Lampadan, 2014; Broekemier & Seshadri, 2000; El Nemar et al., 
2018; Germeijs et al., 2012; Wu & Naidoo, 2016). In recent years there has been increasing 
internationalization, labor markets, and a growing demand for renewable innovations. 
(Hemsley-Brown et al., 2016; Plewa et al., 2016; Verčič, A. T., Verčič, D., & nidar, 2015) 
the use of new technologies has increased the expectations of both stakeholders ((Ellerup 
Nielsen & Thomsen, 2018)) as well as managerial complexity across industries worldwide 
((Rey-Martí & Ribeiro-Soriano, 2015)). The role of universities goes far beyond teaching and 
research. In each country, these institutions have important social and economic impacts 
((Schlesinger et al., 2015)), provide knowledge transfer to business and create opportunities 
for entrepreneurship (Cattaneo et al., 2016). New challenges in the business world are related 
to the decline in public funding, increasing national and international competitiveness, 
increasing stakeholder expectations, and increasing demands for transparency and 
accountability (Agrey & Lampadan, 2014; Broekemier & Seshadri, 2000; El Nemar et al., 
2018; Germeijs et al., 2012; Wu & Naidoo, 2016). In recent years there has been increasing 
internationalization, the labor market, and a growing demand for renewable innovations. 
(Hemsley-Brown et al., 2016; Plewa et al., 2016; Verčič, A. T., Verčič, D., & nidar, 2015) 
. 
3. Methodology  
 
This research approach by Sugiaono in 2015 combined (Mixed Methods)., Combined 
research method is a research method that combines or combines quantitative methods and 
qualitative methods to be used together in a research activity, in order to obtain more 
comprehensive, valid data. , reliable and objective1 . The combination research method used 
in this research is a combination research method or sequential explanatory design (sequence 
of discovery). Combination research method model or sequential explanatory design is a 
combination research method that combines quantitative and qualitative research methods 
sequentially, where in the first stage the research is carried out with quantitative methods and 
in the second stage is carried out with qualitative methods. Qualitative methods play a role in 
obtaining measurable quantitative data that can be descriptive, comparative and associative, 
while quantitative methods play a role in proving, deepening, expanding, weakening and 




Table 1. Respondent Profile 
No Aspect Description 
1 Gender 
58% Female (29 people) 
42% Male (21 persons) 
2 Position 
94% Educator (47 people) 
7% Education Personnel (3 people) 
3 Last Educational Qualification 
58% Bachelor Degree (29 people) 
42% Masters (21 people) 
4 Types of Production Units 
Hospitality, Workshop, Catering, Salon, 
Car Wash, Multimedia, Furniture, Light 
Vehicle Engineering (TKR), Motorcycle 
Engineering (Car wash with Robotic), 
Auto Tronic / Electric Engineering, 
Making Party Tents, Making Scout Tents 
, BISMEN, Making hydroponics, 
Autotronic Engineering, Network 
Information Systems and Applications, 
Business Center (Eight Mart), Mechanical 
Drawing Engineering and Welding 
Engineering, Agribusiness Fishery 
Products Processing, Audio Video 
Engineering, Engineering Drawing with 
Machines 
Sumber: Hasil angket 
 
Respondents' assessment of the Perspective of Sustainable Competitive Advantages in 
Production Units in SMK will be assessed using the following scoring table: 
 
Table 2. Rating Category 
No Quantitative Score Range Category Score Range 
1 X > Mi + 1,8 Sbi Very good X > 4,2 
2 Mi + 0,6 SBi < X < Mi + 1,8 Sbi Good 3,4 < X ≤ 4,2 
3 Mi - 0,6 SBi < X < Mi + 0,6 Sbi Enough 2,6 < X ≤ 3,4 
4 Mi - 1,8 SBi < X < Mi – 0,6 Sbi Less  1,8 < X ≤ 2,6 
5 X < Mi - 1,8 Sbi Very Less X ≤ 1,8 
Source: (Batubara & Ariani, 2016, page. 23) 
 
Based on the results of student answers and referring to the response categories above, the 
respondents' responses to each indicator are as follows. 
 





How important is the location 
position for the development of 
the existing production unit? 
4,72 Very good 
1.2 
What is the level of satisfaction 
with the current location? 
4,18 Good 
1.3 
What is the level of control over 
the location currently occupied? 
4,16 Good 
1.4 
How is the level of influence of 
the location on the development 
of the production unit? 
4,24 Very good 





Have the capital requirements for 
production units been met? 
3,96 Good 
2.2 
Are there any difficulties in 
meeting the capital requirements 
of the production unit? 
3,32 Enough 
2.3 What is your attitude towards the 4,26 Very good 
involvement/participation of 
other parties to invest in order to 
meet capital needs? 
2.4 
Do production units have 
difficulty in partnering with 
institutions to meet production 
unit capital? 
3,78 Good 




To what extent is the role of 
students/students in the 
development of the Production 
Unit? 
4,54 Very good 
3.2 
To what extent have students 
received training in skills to 
improve the product quality of 
the Production Unit? 
3,92 Good 
3.3 






How high is the influence of the 
cooperative relationship between 
schools and DU/DI on the high 
and low opportunities of 
students/students in carrying out 
internships in partner 
companies? 
4,4 Very good 







Does the production unit always 
market its own products? 
4,02 Good 
4.2 
Does the production unit know 
exactly where the products of 
this production unit are 
marketed? 
4,22 Very good 
4.3 
Does the production unit know 
exactly who the consumers / 
customers of this production 
unit's products are? 
4,24 Very good 
4.4 
Does the production unit 
understand the reasons 
consumers use the product of 
this production unit? 
4,14 Good 
4.5 
Are the products of this 
production unit always oriented 
towards the export market? 
3,1 Enough 
4.6 
Does this production unit always 
follow the development of 
similar products in the market? 
3,86 Good 







Does the production unit 
understand what the product 
advantages of this production 
unit are? 
4,46 Very good 
5.2 
Do consumers of production 
units know what the advantages 
of this product are? 
4,14 Good 







Does the production unit 




Is the presence of competitors 
beneficial for the production 
unit? 
4,22 Very good 
6.3 
Does the production unit 
understand what the advantages 
of the products produced are 
compared to competing 
products? 
4,24 Very good 
6.4 
Does the production unit 
understand the strengths and 




Is the product of this production 
unit of better quality? 
4,26 Very good 





Do production units always 
depend on special raw materials? 
3,78 Good 
7.2 
Is the raw material that the 
production unit needs easy to 
obtain? 
4,34 Very good 
7.3 
Is labor in this production unit 
obtained easily?  
3,8 Good 
7.4 
Is the number of workers in 
accordance with the needs? 
3,88 Good 
7.5 
Is the unit of production highly 




Is the production unit always 
trying to find new and better 
means of production? 
4,26 Very good 
7.7 
Has the production unit used 




Is the technology or means of 
production easily owned by 
competitors? 
3,04 Enough 






Does the production unit 
always try to create the 
uniqueness of the product here? 
3,84 Good 
8.2 
Are consumers quite satisfied 
with the characteristics of the 
products here? 
4,2 Good 
   Average 4,02 Good 
 
5. Discussion 
Based on table 4 above, it is known that the respondents' assessment of the 
Perspective of Sustainable Competitive Advantage in Production Units in Vocational 
Schools is as follows: 
The response from respondents to the influence of the location of the production unit 
is 4.32, meaning very good. The indicator of the influence of the location of the production 
unit includes aspects, namely how important is the position of the location for the 
development of existing production units, how is the level of satisfaction with the current 
location, what is the level of control over the location currently occupied and how is the 
level of influence of the existence of the location on the development of the production 
unit, 
The response of respondents to the production unit capital is worth 3.83, which 
means it is good. The production unit capital indicators cover aspects, namely whether the 
capital requirements for the production unit have been met, Are there any difficulties in 
meeting the capital needs of the production unit, What is your attitude towards the 
involvement/participation of other parties to invest in order to meet the capital 
requirements, and Is the production unit experiencing problems? difficulty in partnering 
with institutions to meet production unit capital 
The response of the respondents to the student/student component is worth 4.19, 
which means it is good. The indicators of the student/student component include aspects 
of the extent to which the role of students/students in the development of the Production 
Unit, the extent to which students/students receive skills training to improve the product 
quality of the Production Unit, the extent to which students/students receive 
entrepreneurship/entrepreneurship training, and how high the influence of the relationship 
school cooperation with the business world and the industrial world on the high and low 
opportunities for students to carry out internships in partner companies. 
The response of respondents to the components of market introduction and 
development is worth 3.93, which means it is good. The indicators for the introduction and 
development of the market include aspects of whether the production unit always markets 
its own products, does the production unit know exactly where the products of this 
production unit are marketed, does the production unit know exactly who the consumers / 
customers of this production unit's products are, do the production units understand the 
reasons for consumers? using the product of this production unit, whether the product of 
this production unit is always oriented to the export market and, whether this production 
unit always follows the development of similar products in the market. 
The response from respondents to the product introduction component of the 
production unit itself is worth 4.3, meaning very good. The indicator of the product 
introduction component of the production unit itself includes aspects of whether the 
production unit understands the advantages of the product from this production unit, does 
the consumer of the production unit know what the advantages of this product are. 
The response of the respondents to the components of competitors and competitors' 
products is worth 4.17, which means good. The indicators of competitor components and 
competing products include aspects, whether the production unit understands who the 
competitors are, whether the presence of competitors is beneficial for the production unit, 
whether the production unit understands what the advantages of the product produced are 
compared to competing products, whether the production unit understands the 
shortcomings and weaknesses of the product. competitors, whether the product of this 
production unit is of better quality. 
The response of respondents to the component of input cost advantage is worth 3.73, 
which means it is good. The indicators for the superiority of input costs include aspects of 
whether the production unit always depends on special raw materials, whether the raw 
materials needed by the production unit are easy to obtain, whether the workforce in this 
production unit is obtained easily, whether the number of workers is in accordance with 
the needs, whether the production unit is highly dependent on certain production tools, 
whether the production unit is always trying to find new and better production tools, 
whether the production unit has used certain technologies to increase business 
productivity, whether the technology or production equipment is easily owned by 
competitors. 
The response of the respondents to the components of the uniqueness of the product 
is worth 4.2, which means good. Indicators of the product characteristics include aspects 
of whether the production unit always tries to create product uniqueness here and whether 
consumers are quite satisfied with the product characteristics here. 
 
4. Conclusion 
From the research conducted, several conclusions were obtained regarding the perspective of 
sustainable competitive advantage in the Production Unit in Vocational High Schools. Some of 
these conclusions, among others, the location of the Production Unit is very influential on the 
sustainability of the activities of the Production Unit. The Production Unit has sufficient capital by 
the school and investment partners in carrying out operational activities. Students are involved in 
the operational activities of the production unit and its developments. The production unit is well 
acquainted with the direction of market development and the consumers who are the target of 
selling and who are its competitors. The production unit knows very well the advantages possessed 
by the products of the production unit. Raw materials and labor are obtained at a fairly affordable 
cost and not too difficult. In the process, it integrates management elements (planning, organizing, 
actuating, and controlling) which are applied in Vocational High Schools with a sustainable 
competitive advantage perspective on production units in Vocational High Schools. So that it can 
empower the community and reduce negative effects in the face of an increasingly competitive 
global world. 
Suggestions for follow-up to build a network of cooperation with production units in various 
Vocational High Schools by involving the government and developing learning concepts that are 
in accordance with the development of science and technology, as well as improving product 
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